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666 THE JOURNAL OF PHILOSOPHY 

EEVIEWS AND ABSTEACTS OF LITERATURE 

The Theory of Advertising. Walter Dell Scott, Ph.D. Boston, Small, 

Maynard and Co. 1904. Pp. xii + 240. 

Professor Scott's book, which is essentially an application of the 
psychology of attention, perception, imagery, the association of ideas 
and suggestion to the problems of advertising, has already proved its 
usefulness to the practitioner of that profession or business. Rarely has 
the first step in an applied science been so heartily welcomed. Presum- 
ably Professor Scott's judgment in this field, being the result of experi- 
ment and systematic reflection, is better than that of any critic, but of 
the doctrine of one chapter the reviewer ventures a criticism. On gen- 
eral principles it seems risky to base recommendations on the theory that 
the power of an author or advertisement-writer to present facts so as to 
arouse a given type of imagery depends upon the presence in him of that 
type of imagery. For instance Professor William James reports himself 
as excessively low in the scale of vividness and fidelity of images of all 
sorts. Yet he surely has command over a most graphic and picturesque 
style and would, one imagines, be capable of writing advertisements that 
would make the prospective buyer's mouth water or fingers itch. And, 
in general, the doctrine that the presence of a tendency to feel in a cer- 
tain way is correlated with the capacity to allow for and influence that 
feeling in others seems to possess only verbal plausibility. 

Professor Scott's book is valuable to teachers of psychology as well as 
to advertisers. It is pedagogically a great advantage to have a begin- 
ning class in psychology get in the first weeks a vague idea of psychology 
as a whole, of what it is all about. Chapters II., III. and VII.-XIV. of 
' The Theory of Advertising ' may well be given a high place among the 
books and articles suitable for this propaedeutic, in spite of, and perhaps 
also because of, the connection of the discussion with a particular art. 
The college sophomore needs some protection against 'mental states as 
such' and cognitions, emotions and volitions. 

Very many lessons can be drawn by one of speculative mind from 
the fact that a professor of psychology writes a series of articles on 
psychology for a trade journal. The prospect of a host of applied sci- 
ences developing from empirical psychology has been ever before us, but 
it has, hitherto, had somewhat the form of a mirage and has kept in the 
dim distance. One of the will-of-the-wisps having become real, we may 
hope to see psychological methods applied to the problems of government, 
industry, social arrangements and the like. Evidently we shall be bur- 
dened with a new set of moral problems as soon as psychology gains the 
knowledge which gives power of control over men and women. We all 
agree that it is a grand thing for science to teach a man how to bully the 
ions into doing what he wants, or how to murder all the malaria parasites. 
But to teach men how to bully everyone into eating cereallet or to mur- 
der all desires for higher wages! Psychology will have new responsi- 
bilities. 

Edward L. Thorndike. 
Teachers College, Columbia University. 



